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THE QUINTESSENCE OF LUXURY: 
FOUNDED BY A SINGLE,  ENLIGHTENED ENTREPRENEUR DEDICATED TO SELLING EXCLUSIVE,  FINELY
CRAFTED PRODUCTS. OWNED BY BIG DE-SPECIALIZED GROUPS THAT DIVERSIFY USING THE BUY

MODEL.
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To the consumer,  the pr ice is  i r re levant due to their  h igh spending power.  From

the corporate point  of  v iew, the pr ice point  val idates the product as absolute or

aspirat ional  luxury.  The tangible elements of  th is  pr ic ing stem from the qual i ty  raw

mater ia ls  and art isanal  product ion techniques.  The abstract e lements of  pr ice

stem from the her i tage and legendary founding coutur ier ,  the magical  wor ld of the

brand,  and a sense of grat i f icat ion by belonging to th is  e l i te group. Overal l ,  the

pr ice range is  wide,  stemming from inaccess ible eveningwear to affordable

perfumes and sunglasses.  

Distr ibut ion is  g lobal ,  exclus ive,  and consistent with rare i tems,  h igh pr ices,  and

her i tage. Every point  of  contact is  a mult i-sensory and mult i-dimensional

exper ience.  Famous architects design the few mono-brand,  di rect ly-owned

flagship stores located in the top exclus ive dist r icts  of  the wor ld ’s  most fashion-

or iented capitals .

 

F i rms ut i l ize a l i festy le segmentat ion strategy to promote a wide range of products

to an el i t is t  target consumer that is  ready to pay exorbitant pr ices to buy qual i ty

products with symbol ic value.  Content focus is  on storytel l ing to create a brand

universe based in h istor ical ,  cultural ,  and geographic roots.  Brand ident i ty  is  st rong

and dist inct ive around iconic and emotional  products ,  a legendary founding f igure,

craftmanship,  and innovat ion.  

 

The most discr iminat ing aspect of  these luxury products are their  re lat ion to the

customer 's  dream. They can be regarded as sacred,  a br idge between mater ia l

and spir i tual  wor ld.  By spending money on these goods,  people look for  a l i f t  to

access spi r i tual ,  cultural ,  and social  enr ichment.  These qual i ty  products are made

from the f inest  raw mater ia ls  and produced in-house by art isans.  Sty les are

character ized by the work of  brand founder and creat iv i ty  of  the current art ist ic

director .  Last ly ,  the major i ty  of  turnover comes from the leather goods sector .  



C O V I D - 1 9  I N D U S T R Y  I M P A C T

GLOBAL SALES OF LUXURY GOODS ARE PREDICTED TO FALL AS MUCH AS
IN THE SECOND QUARTER DUE TO THE CORONAVIRUS PANDEMIC.

SALES FELL 13 PERCENT YOY.

ACCORDING TO THE BUSINESS OF FASHION AND MCKINSEY’S STATE OF FASHION CORONAVIRUS EDIT ION: 

 

80% OF EUROPEAN AND NORTH AMERICAN FASHION BUSINESSES
WILL BE IN FINANCIAL DISTRESS DUE TO THE LOCKDOWN AND

REDUCED INVESTOR CONFIDENCE.

 THE GLOBAL FASHION INDUSTRY WILL CONTRACT

27-30% 

IN 2020.. .

 IN REVENUE YEAR ON YEAR.

 THE LUXURY SECTOR WILL EXPERIENCE A

35-39% REDUCTION IN REVENUE.

P L A Y E R  Q 1  R E S U L T S :

REPORTED A 15 PERCENT DROP IN ITS F IRST-QUARTER REVENUE

YEAR ON YEAR,  TO $11 .5 B ILL ION AS THE CORONAVIRUS FROZE

BUSINESS IN CHINA.

SAW GROUP-WIDE DECLINE OF 15.4 PERCENT DUE TO STORE

CLOSURES AND REDUCED CONSUMER SPENDING.

80% 

KERING’S FLAGSHIP BRAND SAW REVENUE

PLUNGE 22 PERCENT WORLDWIDE

https://www.businessoffashion.com/articles/intelligence/the-state-of-fashion-2020-coronavirus-update-bof-mckinsey-report-release-download
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PRE-COVID-19

 T H E  B E L O W  P H O T O S  A N D  C A P T I O N S  A R E  P O S T E D  A C R O S S  T W I T T E R  A N D  I N S T A G R A M  S I M U L T A N E O U S L Y .

FEBRUARY

L o u i s  V u i t t o n  p r o m o t e s  t h e  # L V P a r f u m s  c o l l e c t i o n  a s  t h e  p e r f e c t  V a l e n t i n e s  D a y  g i f t  i n  a  c a m p a i g n  w i t h  E m m a  S t o n e  s h o t  o n
t h e  i s l a n d  o f  C a p r i .

V i r g i l  A b l o h  u n v e i l s  t h e  n e w  c l a s s i c s  b a g  c o l l e c t i o n  f o r  M e n ' s  S p r i n g  S u m m e r  2 0 2 0  c e l e b r a t i n g  g l o b a l  y o u t h  a g a i n s t  t h e
b a c k d r o p  o f  M o r o c c o .  T h e  c a m p a i g n  v i d e o  w a s  a l s o  p u b l i s h e d  o n  L i n k e d I n .

W o m e n ' s  S p r i n g  S u m m e r  2 0 2 0  i m a g e r y  s h o w c a s e  b o l d  a n d  f e a r l e s s  s i l h o u e t t e s .  T h e  p h o t o s  w e r e  r e l e a s e d  o n  s o c i a l  m e d i a  t o
p r o m o t e  t h e  p r o d u c t  j u s t  b e f o r e  i t  a r r i v e s  i n  s t o r e s .  



PRE-COVID-19

T h e  l a b e l  h i g h l i g h t s  c u s t o m  L o u i s  V u i t t o n  g o w n s  w o r n  b y  c e l e b r i t i e s    L e a  S e y d o u x ,  F l o r e n c e  P u g h ,  L a u r a  H a r r i e r ,  a n d  m o r e  t o
t h e  2 0 2 0  O s c a r s  a n d  t h e  V a n i t y  F a i r  a f t e r p a r t y .

L o u i s  V u i t t o n  i n v i t e s  t h e i r  a u d i e n c e  t o  j o i n  f o r  " A  M i l e  i n  L e a n d r a  M e d i n e  C o h e n ' s  S h o e s . "  T h e  i n f l u e n c e r  s t a r s  i n  t h e  l a t e s t
s h o e  c a m p a i g n  a n d  c o r r e s p o n d i n g  Y o u T u b e  v i d e o .

L o u i s  V u i t t o n  f e a t u r e s  t h e  2 0 2 0  s e m i -
f i n a l i s t s  f o r  t h e  L V M H  p r i z e  o n  t h e i r

F a c e b o o k ,  L i n k e d I n ,  a n d  T w i t t e r .  
 
 

U l t i m a t e l y ,  t h e  c o m p e t i t i o n  w a s   l a t e r
c a n c e l l e d  d u e  t o  C O V I D - 1 9  a n d  t h e

f i n a n c i a l  a w a r d  w a s  d i s t r i b u t e d  e q u a l l y
a m o n g  f i n a l i s t s .  



PRE-COVID-19

MARCH

Louis  Vuitton posted anachronic teasers on L inkedIn,  Facebook,  Twitter  and YouTube to promote the Women's  Fal l  Winter  2020

presentat ion and encourage v iewers to watch l ive on Twitter  or  the brand website.  

The fu l l  women's  runway show was posted on L inkedIn,  Twitter ,  and YouTube. The brand also posted images of celebr i ty  guests wear ing

LV alongside short  c l ips ,  runway photos,  and close up product shots.  

Model  and inf luencer ,  Kaia Gerber ,  i s  the face of Louis  Vuitton 's  latest  bag campaign on Facebook,  Instagram, and Twitter .



& COVID-19

LOUIS VUITTON'S FIRST
ACKNOWLEDGEMENT OF COVID-

19 WAS POSTED ACROSS ALL
SOCIAL MEDIA CHANNELS. 

 

THE RETAILER INSTRUCTED ALL
12,000 SALES ASSOCIATES TO
CONSIDER THEMSELVES "ONE-

PERSON STORES" AND TO
ENGAGE WITH CLIENTELE FROM

HOME VIA DIGITAL TOOLS. 

LOUIS VUITTON HAS SINCE TRAVELED BACK IN TIME TO SHARE PREVIOUS CAMPAIGNS ON
FACEBOOK, TWITTER,  AND INSTAGRAM, STARTING WITH THE MAJESTIC LANDSCAPES OF JEAN

LARIVIÈRE.

 DESPITE THE CRISIS,  LOUIS VUITTON RAISED PRICES GLOBALLY BY 3 PERCENT IN
MARCH AND ANOTHER 5 PERCENT IN APRIL.



APRIL

& COVID-19

The fol lowing ser ies was photographed by Peter  L indbergh in South Afr ica.

THE PHOTOS FEATURED ABOVE WERE
CAPTURED BY STEVE MCCURRY IN

INDIA,  WHEREAS THOSE ON THE RIGHT
WERE TAKEN BY ERIC VALLI.  ALL THE
PHOTOS REFLECT LOUIS VUITTON'S

HISTORIC CONNECTION TO ADVENTURE
AND EXPLORATION.

LOUIS VUITTON REPURPOSES CONTENT
BY INVITING VIEWERS TO ESCAPE IN THE

ARCHIVES OF THE SPIRIT OF TRAVEL
CAMPAIGN BY POSTING THE IMAGES ON
FACEBOOK, INSTAGRAM, AND TWITTER.  



& COVID-19

LOUIS VUITTON HAS TAKEN TO TWITTER AND INSTAGRAM TO ANNOUCE THEIR
SHIFT IN READY TO WEAR PRODUCTION FROM EVENING GOWNS TO HOSPITAL

GOWNS. THE LABEL HAS DONATED OVER 7,000 GOWNS TO SIX HOSPITALS
THROUGH THE ASSISTANCE PUBLIQUE-HÔPITAUX DE PARIS TRUST.

 

 

LIKEWISE,  THE LEATHER GOODS ATELIERS ARE PRODUCING HUNDREDS OF
THOUSANDS OF NON-SURGICAL PROTECTIVE MASKS TO DONATE TO

HEALTHCARE WORKERS ON THE FRONTLINE.  LVMH GROUP HAS PLEDGED TO
SUPPLY 40 MILLION MASKS TO FRANCE DURING THE PANDEMIC. 

 

 

ADDITIONALLY, ALL LVMH OWNED PERFUME AND MAKEUP FACILITIES IN
FRANCE HAVE PIVOTED TO PRODUCE HYDROALCOHOLIC GEL,  AS THEY HAVE

ALL THE NECESSARY COMPONENTS IN STOCK. THE FIRM WAS ABLE TO FULFILL
THE FRENCH GOVERNMENTS REQUEST FOR HAND SANITIZER IN JUST 72 HOURS. 



& COVID-19

THE LABEL POSTED A KITE
SERIES TO LINKEDIN,

INSTAGRAM, AND TWITTER
TO ENCOURAGE SHOPPERS
TO DISCOVER THE WORLD

OF LOUIS VUITTON ONLINE
FROM HOME. 

MEN'S ARTISTIC DIRECTOR AND
INFLUENTIAL DJ,  VIRGIL ABLOH,
CURATED A SPOTIFY PLAYLIST

FOR LOUIS VUITTON WHICH WAS
SHARED ON FACEBOOK, LINKEDIN,

TWITTER,  AND INSTAGRAM.
 

 THIS SELECTION OFFERS INSIGHT
INTO THE BRAND'S SONIC

SIGNATURE.



& COVID-19

LOUIS VUITTON CONTINUES TO SHARE THEIR SPIRIT OF TRAVEL CAMPAIGN
IMAGES, TAPPING INTO OUR LONGING FOR TRAVEL,  ONE OF THE BRAND'S CORE

ATTRIBUTES,  WHICH LOCKDOWN MEASURES HAVE PUT OUT OF REACH.



MAY

LOUIS VUITTON REPOSTS ADS FROM ITS “CORE VALUES” CAMPAIGN BY PHOTOGRAPHED BY ANNIE
LEIBOVITZ ON INSTAGRAM, TWITTER,  LINKEDIN,  AND FACEBOOK.

 

& COVID-19

LOUIS VUITTON SHARES A SELECTION OF SPRING SUMMER 2020 EDITORIALS
CAPTURED PRIOR TO LOCKDOWN.  



& COVID-19

LOUIS VUITTON LAUNCHES CINÉ CLUB,  A SERIES IN WHICH LV AMBASSADORS SHARE
THEIR MOVIE SELECTIONS FOR FANS TO WATCH WHILE AT HOME.

THE LABEL SHARES RAINBOW IMAGERY AND ANIMATIONS ON INSTAGRAM, FACEBOOK,
TWITTER,  AND LINKEDIN TO CELEBRATE THE RE-OPENING OF SELECT STORES. 

 

 

CHILDREN AND EMPLOYEES DECORATE THE STORE WINDOWS WITH RAINBOWS
WORLDWIDE AS WELCOMING SYMBOLS OF HOPE AND CHEER.



& COVID-19

LOUIS VUITTON
HAS RETURNED TO

PRODUCT
PROMOTION,
LAUNCHING

IMAGERY OF THE
NEW LV PONT 9
BAG ON SOCIAL

CHANNELS
ALONGSIDE AN

INFLUENCER
CAMPAIGN. 



FEBRUARY

 T H E  B E L O W  P H O T O S  A N D  C A P T I O N S  A R E  P O S T E D  A C R O S S  T W I T T E R ,  F A C E B O O K ,  A N D  I N S T A G R A M  S I M U L T A N E O U S L Y .
 

 P r o m o t i o n a l  i m a g e s  o f  c e l e b r i t y  g u e s t s  f r o n t  r o w  a t  t h e  F a l l  /  W i n t e r  2 0 2 0  s h o w  i n  P a r i s  a r e  f o l l o w e d  b y  p r o d u c t  f o c u s e d
r u n w a y ,  f i t t i n g s ,  a n d  l o o k b o o k  i m a g e r y  c o h e s i v e  w i t h  t h e  b r a n d ' s  r o c k  a n d  r o l l  a e s t h e t i c .

S a i n t  L a u r e n t  u s e s  m i n i m a l i s t ,  a l l  c a p i t a l  c a p t i o n s :  " P A R I S  -  F E B R U A R Y  2 5  W O M E N  W I N T E R  2 0  b y  A N T H O N Y  V A C C A R E L L O "

PRE-COVID-19

MARCH

T h e  c a t w a l k  c l a s s i c a l l y  d i s p l a y e d  t h e  8 0 ' s  a n d  9 0 ' s  s t y l e s  i n  f r o n t  o f  t h e  E i f f e l  T o w e r  f o r  a  f u l l  d r a m a t i c  i m p a c t .  T h e  r u n w a y
v i d e o  w a s  p u b l i s h e d  o n  Y o u T u b e  a n d  L i n k e d I n ,  a n d  s h o r t  c l i p s  f r o m  s h o w  w e r e  p o s t e d  o n  T i k T o k  a n d  I n s t a g r a m .

S u l t r y  b l a c k  a n d  w h i t e  e d i t o r i a l  h i g h l i g h t s  f r o m  f e a t u r e s  i n  H e r o  M a g a z i n e  a n d  V o g u e  B r a z i l  p u b l i c i z e  t h e  S p r i n g
S u m m e r  2 0 2 0  c o l l e c t i o n s .



& COVID-19

T H E  B R A N D ' S  F I R S T
A C K N O W L E D G E M E N T  O F  T H E

G L O B A L  P A N D E M I C  W A S
P U B L I S H E D  M A R C H  1 8 T H  A N D

S H A R E D  A C R O S S  T W I T T E R ,
I N S T A G R A M ,  A N D  F A C E B O O K .  

 
M O R E O V E R ,  Y S L  S H A R E D  K E R I N G

G R O U P ' S  F A C E B O O K  P O S T
D E T A I L I N G  T H E I R  C O M M I T M E N T

T O  B A T T L E  T H E  P A N D E M I C  I N
F R A N C E .  T H E  C O N G L O M E R A T E
D O N A T E D  T O  R E S E A R C H  A N D

F U N D E D  3 D - P R I N T E R S  T O  M A K E
P P E .

 
S P E C I F I C A L L Y ,  S A I N T  L A U R E N T
F A C T O R I E S  W E R E  D E V O T E D  T O

M A N U F A C T U R I N G  M A S K S
C O M P L Y I N G  W I T H  T H E

“ S T R I C T E S T  P R O T E C T I O N
M E A S U R E S ”  F O R  H E A L T H C A R E

W O R K E R S .
 
 
 

As planned,  the f i rm launched Spr ing / Summer paid ad campaign imagery that coincided with the products arr ival  in  stores.  

The above images feature supermodels  B inx Walton and Freja Beha Er ichsen alongside American actress and brand ambassador Zoë

Kravitz .  In  a fu l ly  escapist  spi r i t ,  the SL launched short  16 second editor ia l  v ideos of the summer products on YouTube and Instagram. 



& COVID-19

APRIL

Y S L  L A U N C H E D  A  S I X  P A R T
S E R I E S  O F  A R C H I V A L  I M A G E S

S H O T  O V E R  T H E  P A S T  F I V E
Y E A R S  A N D  P U B L I S H E D  T H E M
O N  I N S T A G R A M  P O S T S  A N D

S T O R I E S ,  T W I T T E R ,  A N D
F A C E B O O K .

 
C U R A T E D  B Y  T H E  C R E A T I V E

D I R E C T O R  A N T H O N Y
V A C C A R E L L O  " W H O  R E V I S I T S

H I S  V A R I O U S  A R T I S T I C
C O L L A B O R A T I O N S  A N D

S E L E C T S  H I S  M O S T
E M B L E M A T I C  I M A G E S

T H R O U G H  T H E  Y E A R S .  "  
 

T H I S  M E T H O D  C R E A T E S
N O S T A L G I C  C O N T E N T  F O R
T H E  F I R M  T O  S H A R E  W H I L E  

 C U T T I N G  M A R K E T I N G  C O S T S
A N D  O B E Y I N G  S O C I A L

D I S T A N C I N G  M E A S U R E S .
 



& COVID-19

THE SERIES WAS FOLLOWED BY THREE POSTS HIGHLIGHTING FRENCH
PLAYWRIGHTS, POETS, AND NOVELESTS. UNLIKE TYPICAL PUBLISHINGS, THESE

FEATURED LONG, INSPIRATIONAL QUOTES. 

THESE POSTS HIGHLIGHT SAINT LAURENT'S FRENCH HERITAGE WHILE
EMOTIONALLY CONNECTING WITH CONSUMERS DURING THIS TRYING

TIME.



& COVID-19

Conscious of the current c i rcumstances and i ts  waves of radical  change,  Saint

Laurent has decided to take control  of  i ts  pace and reshape i ts  schedule.

 

Now more than ever ,  the brand wi l l  lead i ts  own rhythm, legit imating the value of

t ime and connect ing with people global ly  by gett ing closer to them in their  own

space and l ives.

 

With th is  st rategy f i rmly in  place,  Saint  Laurent wi l l  not present i ts  col lect ions in

any of the pre-set schedules of  2020. Saint  Laurent wi l l  take ownership of i ts

calendar and launch i ts  col lect ions fol lowing a plan conceived with an up-to-

date perspect ive,  dr iven by creat iv i ty .

ON APRIL 27TH,  SAINT LAURENT PUBLISHED THE FOLLOWING STATEMENT

ON LINKEDIN,  INSTAGRAM, FACEBOOK, AND TWITTER :

ACCORDING TO DATA COLLECTED BY TAGWALK ON CONSUMERS DURING COVID-19:  

 

63% OF CONSUMERS THINK IT WOULD BE OUT OF PLACE FOR A

BRAND TO HAVE A BIG FASHION SHOW IN SEPTEMBER

OF CONSUMERS THINK DESIGNERS SHOULD ABANDON

RUNWAY SHOW AND DO SOMETHING DIFFERENT80% 

YSL is  one of many brands re-think ing the fashion system due to a reckoning

brought about by the coronavi rus.  The pandemic has intensif ied discuss ions of

sustainabi l i ty  and the carbon footpr int  that coincides with t ravel ,

overconsumption,  and i r responsible business pract ices.  The large-scale fashion

shows put on for  buyers and press biannual ly  are u l t imately  consumer facing

events ,  creat ing content to be shared across social  channels .  However ,  customers

cannot purchase products unt i l  months later .  P latforms l ike Instagram reduce the

need for  runway shows by al lowing designers the abi l i ty  to show col lect ions

whenever ,  wherever ,  and however they want.  YSL wi l l  benef i t  f rom a surpr ise

factor and save cash by not developing rout ine shows.  

https://mailchi.mp/b79f510c8b7a/df6wgxxzqs


& COVID-19

IN YSL'S FIRST TIKTOK POST FOLLOWING

THE PANDEMIC, THE FIRM PARTNERED

WITH ARTIST AND DIRECTOR NATHALIE

CANGUILHEM TO CREATE AN BLACK AND

WHITE ART LAYOVER ON FOOTAGE

CAPTURED BEHIND THE SCENES OF THE

FALL WINTER 2020 RUNWAY SHOW IN

FEBRUARY. 

 

THREE DIFFERENT RENDITIONS WERE

POSTED TO INSTAGRAM, ALL OF WHICH

FEATURED THE SONG SMALLTOWN BOY BY

BRONSKI BEAT.

 

SAINT LAURENT RETURNS TO THEIR TRAVEL

DREAMS WITH THE "RUN AWAY, TURN

AWAY" LYRICS REPEATING. THIS

PROVIDES THE AUDIENCE WITH

INSPIRATION FOR LIFE OUTSIDE OF HOME. 

SAINT LAURENT APPEARS TO HAVE RETURNED TO PAID SPRING SUMMER 2020 PRODUCT

PROMOTION AS USUAL,  GIVEN RECENT STORE RE-OPENINGS IN THE USA, ITALY, AND FRANCE. 

MAY



 T H E  B E L O W  P H O T O S  A N D  C A P T I O N S  A R E  P O S T E D  A C R O S S  T W I T T E R ,  F A C E B O O K ,  A N D  I N S T A G R A M  S I M U L T A N E O U S L Y .

FEBRUARY

PRE-COVID-19

B a c k s t a g e  i m a g e s  f r o m  G u c c i ' s  F a l l  /  W i n t e r  2 0 2 0  s h o w  n a m e  d r o p  c e l e b r i t y  g u e s t s  a n d  t h e i r  P r e - F a l l  2 0 2 0  o u t f i t  d e t a i l s .  

E n t i t l e d  " G u c c i  t h e  R i t u a l , "  c r e a t i v e  d i r e c t o r ,  A l e s s a n d r o  M i c h e l e ,  “ d e c i d e d  t o  u n v e i l  w h a t  l i e s  b e h i n d  t h e  c u r t a i n s ”  b y
e x p o s i n g  t h e  b e h i n d - t h e - s c e n e s  a c t i o n  o f  t h e  h a i r  a n d  m a k e u p  t e a m s  a n d  m o d e l  d r e s s e r s  o n  a  r e v o l v i n g  s t a g e  r a t h e r  t h a n  a

t y p i c a l  f a s h i o n  c a t w a l k .  

P h o t o s  p u b l i s h e d  o n  s o c i a l  m e d i a  f e a t u r e  e x t e n s i v e  c a p t i o n s  h i g h l i g h t i n g  n e w  p r o d u c t  a n d  s t y l i n g  f e a t u r e s .  T h e s e  i m a g e s  a r e
s h a r e d  a l o n g s i d e  v i d e o  c l i p s  o f  t h e  r o t a t i n g  e x h i b i t i o n .  T h e  f u l l  r u n w a y  v i d e o  w a s  p u b l i s h e d  i n  r e a l  t i m e  o n  I n s t a g r a m  L i v e  a n d

l a t e r  u p l o a d e d  t o  Y o u T u b e .   

G u c c i  A m b a s s a d o r  H a r r y  S t y l e s  w e a r s  G u c c i  B e a u t y  a n d  R u n w a y  l o o k s  w h i s t  p r o m o t i n g  a n d  p e r f o r m i n g  h i s  n e w  a l b u m  o n  N B C ' s
T o d a y  S h o w ,  t h e  T i n y  D e s k  C o n c e r t  a t  N P R  M u s i c ,  l i v e  a t  a n  i H e a r t R a d i o  S e c r e t  S e s s i o n ,  a n d  i n  t h e  m u s i c  v i d e o  f o r  h i s  h i t  s o n g

' F a l l i n g . '



MARCH

PRE-COVID-19

 For  the debut of  Gucci 's  f i rst  ever Beauty Mascara,  named L ’Obscur ,  the f i rm unleashed campaign imagery and v ideos express ing that

authent ic beauty l ies in  imperfect ion.  In  a mult i-channel  promotional  effort ,  the f i rm launched bold and class ic look tutor ia l  v ideos on

YouTube and Instagram, a bui ldable mascara Instagram f i l ter  named 'Eyes-o-Matic , '  and hosted guests to a celebratory Gucci  Beauty

Network Studios exper ient ia l  pop-up in partnership with Sephora.  

The label  takes to Instagram, Facebook,  and Twitter  social  media channels  to h ighl ight their  many celebr i ty  fans,  ranging from Bi l l ie

El l i sh in custom Gucci  on her 'Where Do We Go?'  Tour ,  Snoop Dogg cover ing ODDA Magazine,  and to Nicole K idman at press conference

of the movie ‘The Undoing. ’

The new paid ad campaign,  "Of Course A Horse" was shot in Los Angeles to promote the Spr ing / Summer 2020 col lect ion.  Each post

of photos and short  c l ips includes product information and guidance that the photoshoot took place under c lose monitor ing by the

American Humane Society to ensure no animals were harmed. 



APRIL

& COVID-19

GUCCI REPLACED CAMPAIGN IMAGERY WITH THESE FUNDRAISING ADVERTS IN THEIR BANNER

ADVERTISEMENT SLOTS ONLINE AND POSTED TO INSTAGRAM STORIES TO INVITE THE GUCCI

COMMUNITY TO DONATE TO THE CAUSE. 

THE RETAILER DONATED 2 MILLION EUROS IN SUPPORT OF CROWDFUNDING CAMPAIGNS TO

BENEFIT THE PANDEMIC RESPONSE OF THE NATIONAL CIVIL PROTECTION DEPARTMENT IN ITALY

AND THE WORLD HEALTH ORGANIZATION. 



& COVID-19

GUCCI TOOK TO FACEBOOK, INSTAGRAM, TWITTER,  AND LINKEDIN TO SHARE THEIR COORDINATED

EFFORTS WITH OWNER KERING TO RESPOND TO THE COVID-19 CRISIS.   

THE FIRM POSTED NUMEROUS CORONAVIRUS INFOGRAPHICS FROM THE WORLD HEALTH

ORGANIZATION TO ENCOURAGE HEALTHY PREVENTION PRACTICES AND RELAY POSITIVE

MESSAGES TO THEIR AUDIENCE.  

ALONGSIDE FINANCIAL DONATIONS TO HOSPITALS AND RESEARCH INSTITUTIONS, GUCCI

PUBLICLY PLEDGED TO PRODUCE OVER ONE MILLION FACE MASKS AND PAIRS OF MEDICAL

OVERALLS FOR BOTH THE ITALIAN AND FRENCH HEALTH SERVICES. 



Gucci  is  p leased to share that ,  for  the second consecut ive year ,  i t  has achieved

the highest  score overal l  for  luxury brands in the “Fashion Transparency Index

2020”,  the annual  report  issued by Fashion Revolut ion aimed at understanding

transparency and sustainabi l i ty  performance amongst the wor ld ’s  largest  250

fashion brands and retai lers .  Gucci  a lso re-conf i rms i ts  commitment to cont inue

to embed social  and envi ronmental  sustainabi l i ty  across i ts  business and supply

chains.

We are proud to announce for  the second year in a row Gucci  was off ic ia l ly

named Best  Workplace 2020 in I ta ly  by Great P lace to Work ,  which measures the

best work envi ronments in the wor ld.  This  accolade takes into considerat ion f ive

main cr i ter ia in analyz ing work places -  credibi l i ty ,  respect ,  fai rness ,  pr ide and

coherence.

#ProudlyGucci  #BestPlaceToWork

& COVID-19

GUCCI CONTINUES TO PROMOTE THEIR CONTRIBUTIONS TO THE GREATER

GOOD OF SOCIETY VIA THE FOLLOWING LINKEDIN ANNOUNCEMENTS: 



& COVID-19

GUCCI INVITES THEIR SOCIAL MEDIA AUDIENCE TO JOIN DESIGNER ALESSANDRO MICHELE AND

STARS JARED LETO AND SIENNA MILLER IN STAYING AT HOME BY SHARING THEIR FAVORITE

PASTIMES. 

GUCCI DEDICATED A POST TO THE SURGICAL GLOVE "AS A REMINDER OF HOW TIRELESSLY HEALTH

WORKERS AROUND THE WORLD ARE WORKING TO HEAL PEOPLE AND SAVE LIVES."



& COVID-19

 GUCCI UTILIZES IMAGERY AS A

POWERFUL TOOL TO CONVEY POSITIVITY

AND COMFORT IN A SERIES BY ARTISTS

AND TALENTS. 

 

THESE PHOTOS EXPRESS TO THE

#GUCCICOMMUNITY A MESSAGE OF

EMPATHY, KINDNESS AND WELL-BEING

THROUGH CREATIVITY.

 EACH POST INCLUDES INSPIRATIONAL QUOTES FROM THE ARTISTS WITH LINKS TO DONATE TO

THE CROWDFUNDING CAMPAIGN AND JOIN GUCCI IN AIDING THOSE MOST VULNERABLE IN THE

CRISIS.

ADDITIONALLY, THE RETAILER PROVIDES AT HOME ENTERTAINMENT THROUGH VIRTUAL CONCERTS,

PAINTINGS, AND PERFORMANCES ON INSTAGRAM AND FACEBOOK AND A MINI  YOUTUBE SERIES

COOKING WITH THE GUCCI OSTERIA CHEFS.



& COVID-19

MAY

The "So Deer To Me" paid ad campaign for  Pre-Fal l  2020 embraces a return to nature and focuses on

enjoying the s imple th ings in l i fe.  The campaign partners with The L ions Share Fund to protect endangered

species and their  natural  habitats .  Gucci  contr ibutes 0.5% of their  media spend to the cause every t ime an

animal  is  featured in i ts  advert isements.  A corresponding v ideo was re leased on Instagram and YouTube. 

‘No Space,  Just  a P lace.  Eterotopia’  is  a new exhibit ion sponsored by Gucci  and held at the Dael im

Museum in Seoul .  The f i rm features photos on Facebook,  Twitter ,  and Instagram; the YouTube channel

offers  behind the scenes ins ight into the making and curat ing of the display,  a short  presentat ion v ideo,

and a 360 degree tour for  at  home v iewers.

 GUCCI IS LEANING ON SALES REPRESENTATIVES AND CUSTOMER RELATIONSHIP MANAGEMENT TO

ENGAGE IN ONE-TO-ONE CONNECTIONS BEYOND TRANSACTIONS TO EXPRESS LOVE AND CARE BY

CHECKING IN DURING THE COVID-19 CRISIS.



& COVID-19

A secondary paid ad campaign for  Pre-Fal l  2020 ent i t led "Towards the Sun" was re leased across

Instagram, Twitter ,  and Facebook to promote the pastel  hued products.  

THE   HOUSE HAS SHIFTED GREATER

INVESTMENT IN E-COMMERCE TO MEET

CUSTOMERS WHERE THEY ARE SHOPPING. 

 

THE FIRM INTENDS TO COUNTERACT THIS

SHIFT IN CHANNEL DISTRIBUTION WITH A

REDUCTION IN WHOLESALE.  ONLINE ROSE

TO 10% OF SALES IN Q1 THIS YEAR.

To further boost Gucci 's  website as an onl ine

shopping dest inat ion,  the f i rm unvei led an

onl ine l imited-edit ion sunglasses col lect ion

adorned with interchangeable dangl ing

charms.



& COVID-19

GUCCI TOOK TO SOCIAL MEDIA TO UNVEIL A SERIES OF ILLUSTRATIONS AND VIDEOS BY

INTERNATIONAL ARTISTS TO CELEBRATE THE LAUNCH OF THE G-TIMELESS AUTOMATIC WATCHES.

Gucci  Beauty launched two campaigns for  onl ine products ,  f i rst ly  the Poudre De Beauté Mat Naturel ,  a

bui ldable face powder and secondly ,  the l imited edit ion Gucci  F lora fragrance fami ly .  



& COVID-19

CREATIVE DIRECTOR ALESSANDRO MICHELE ALLOWS BEAUTY TO SHINE THROUGH

THE ORDINARY BY TRUSTING MODELS TO CREATE CONTENT WITHOUT RULES.

IN AN INVENTIVE TAKE ON A FALL/ WINTER 2020 CAMPAIGN,  THE CLOTHES

TRAVELED TO THE HOUSES OF MODEL AMBASSADORS WHO SELF STYLED AND

DIRECTED THEIR PORTRAITS IN THEIR OWN HOMES.



 

 

The retai ler  re leased a v ideo of Salma Hayek Pinault ,  co-founder of  Gucci ’s  act iv ist  in i t iat ive Chime for

Change,  express ing that “We stand in sol idar i ty  with ALL women dur ing th is  cr i t ical  t ime when gender-based

violence is  increasing and access to health serv ices is  l imited.”  

 

 

& COVID-19

 

THE LATEST CHARITABLE INITIATIVE FROM GUCCI AND THE KERING FOUNDATION

INTENDS TO RAISE AWARENESS AND FUNDS TO HELP TACKLE THE RISE IN DOMESTIC

ABUSE IN COUNTRIES ACROSS THE GLOBE DURING LOCKDOWN.

 

THE RETAILER POSTED THE ABOVE PHOTOS TO LINKEDIN,  FACEBOOK, INSTAGRAM, AND

TWITTER AND MADE THEM THE COVER PHOTOS OF ALL SOCIAL FEEDS.



The brand wi l l  s t i l l  present their  last  Cruise show in a  downscaled digital  format

cal led,  appropr iately ,  Epi logue,  on Ju ly  17.

& COVID-19

THE DESIGNER RECOGNIZES  THAT "WE INCITED PROMETHEUS AND WE BURIED PAN" IN

OUR SEPARATION FROM AND DOMINATION OF NATURE.  HE INTENDS TO MOVE AWAY

FROM EXCESSIVE PERFORMANCES WITH A RENEWED PURPOSE AND CADENCE.

IN A SERIES OF DIARY ENTRIES BY CREATIVE DIRECTOR ALESSANDRO MICHELE,  GUCCI

ANNOUNCED IT WILL FOLLOW SAINT LAURENT IN BREAKING WITH THE CONVENTIONAL FASHION

CALENDAR, INSTEAD OFFERING TWO GENDER-FLUID,  SEASONLESS SHOWINGS PER YEAR. 



C O V I D - 1 9  B E S T  P R A C T I C E S

Saint  Laurent has shared quotat ions f rom playwrights and poets to provide comfort  and connect ion to their

audience. 

 

Louis  Vuitton has shared photos f rom wor ld-renowned photographers and men's  creat ive di rector  Virgi l  Abloh

offers  a curated play l ist  for  l i s teners at  home, lett ing consumers explore the auditory essence of the label .   

 

 Gucci  has partnered with underrated art ists  around the wor ld to share inspirat ion and posit iv i ty  through

imagery.  The photos and v ideos provide the audience with entertainment and a gl impse into the l ives of  the

art ists .  These creat ives offer  genuine inf luence and author i ty  f rom their  respectfu l  careers.

C O N N E C T  A U D I E N C E  W I T H  C R E A T I V E S  

OF CONSUMERS HAVE GREATER RESPECT FOR

INFLUENCERS WHOSE FAME RELATES TO THEIR JOB OR

PASSION IE.  BALLET DANCERS OR YOUNG CHEFS. 

 

Gucci  a lso provided behind the scenes footage of

the curat ion of the ‘No Space,  Just  a P lace.

Eterotopia’  exhibit ion,  a l lowing v iewers wor ldwide

to exper ience the display.  The f i rm should explore

offer ing addit ional  ser ies shar ing ins ight into the

craftsmanship behind the house,  ranging from the

process of  sourcing qual i ty  mater ia ls  to v isual

merchandis ing in the store.  Highl ight ing art isans

and employees wi l l  provide greater t ransparency in

people and processes.  

 

Last ly ,  Alessandro Michele of Gucci  shared a ser ies of  diary entr ies on social  media,  express ing his  personal

thoughts on the cr is is  and the fashion industry .  Michele is  an inf luent ia l  character  in  the art  wor ld and

looked up to by mi l l ions who rel ish the opportunity  to get ins ide his  head. This  unique communicat ion

provides consumers an int imate understanding of why the business operat ions wi l l  change moving forward.  

 Gucci 's  partnership with art ists  for  the G-Timeless

watch ser ies master ly  cover the " in your face" issue that

customers have with advert isements.  This  format of

advert is ing as art  is  unconvent ional  and tel ls  a story ,

without many noisy logos or  facts.

 

ACCORDING TO DATA COLLECTED BY TAGWALK ON CONSUMERS DURING COVID-19:  

 

84% 

https://mailchi.mp/b79f510c8b7a/df6wgxxzqs


C O V I D - 1 9  B E S T  P R A C T I C E S

Saint  Laurent and Louis  Vuitton re-v is i ted their  archives for  social  media content dur ing the pandemic.  

 

THIS PRACTICE SAVED THE FIRMS HUMAN AND FINANCIAL MARKETING COSTS.  

 

Disobeying social  distancing measures to shoot campaign imagery would be a disturbing exercise that

endangers employees and al ienates customers.  Spending money on elaborate sets and f ly ing models  to

scenic locat ions are also out of  touch with consumers current values.  Thus,  o ld content permits  these labels

to express the dream and their  values without restraints .  Old customers wi l l  appreciate the nostalgic imagery

and young customers wi l l  f ind the photos new and hip consider ing 80s and 90s sty le t rends.  

R E C Y C L E  O L D  C A M P A I G N S

 

To take th is  one step further ,  Gucci  should inv i te the

#GucciCommunity  to share how they wear Gucci  at  home. The

desi re for  the credibi l i ty  and fame of being featured on an

off ic ia l  brand prof i le wi l l  lead many users to tag Gucci  on social

channels .  The f i rm should ut i l ize th is  real-wor ld content to

connect with customers in an authent ic way and to encourage

further f ree promotion.  

 

E M B R A C E  U S E R  G E N E R A T E D  C O N T E N T

Gucci  al lowed the brand's  models  to photograph the Fal l  /

Winter  2020 campaign as self-portraits .  The creat ive

director  re l inquished control  and let  the models

spontaneously  capture moments in their  everyday l ives

without requirements for  the content.  The result ing images

were on brand and wel l  thought out ,  both interest ing and

pleasing to the eye.  Beyond that ,  they resonate with

consumers who are exper iencing s imi lar ly  p lain day-to-day

act iv i t ies at  home. Outsourcing th is  work led to new

interpretat ions of  the brand and generated awareness

across al l  audiences.

User-generated content is  the most inf luent ia l  content and wi l l  result  in  h igh social  media interact ions and

greater convers ions overal l ,  as consumers wi l l  respond to the human value of the posts .  Customers wi l l  then

repost Gucci ’s  posts  so their  f r iends wi l l  know the brand and understand the importance of where they were

posted.  The reach of each part ic ipant ’s  contr ibut ion wi l l  help generate brand awareness and direct fo l lowers

to Gucci 's  channels .  



C O V I D - 1 9  B E S T  P R A C T I C E S

M A I N T A I N  C U L T U R A L  R E L E V A N C E
Both Louis  Vuitton and Saint  Laurent have returned to post ing product or iented images on social  media,

pushing sales.  Louis  Vuitton has gone as far  as paying numerous inf luencers to post  gifted LV Pont 9 bags

and rais ing pr ices dur ing the pandemic.  

 

These brands need to respect that different parts  of  the wor ld are st i l l  exper iencing different phases of

COVID-19.  Many are st i l l  l i v ing in fear and are on lockdown at home. Whi le a few countr ies and stores have

re-opened,  i t  i s  important to recognize that the cr is is  is  far  f rom over ,  and many are dying or  hospital ized.  

 The global  economy is  unstable and one in four  Americans are current ly  registered as unemployed. Beyond

that ,  recent events of  pol ice brutal i ty  have brought about a wave of unrest  and protests  wor ldwide.

 

Inf luencers offer  aspirat ional  and aesthet ical ly  p leasing content that differs  f rom our harsh current real i ty

and wi l l  not resonate with consumers.  The glossy l i festy le that inf luencers emulate makes the brand seem

irre levant and does not match the current low consumer conf idence and overal l  anxiety about shopping.  

 

The oversaturated and unauthent ic product placement of the LV Pont 9 on social  media creates an

undesi rable effect.  Gift ing inf luencers a $3,900 bag wi l l  result  in  negative sent iment when many people are

struggl ing to pay rent.  Many part ic ipat ing inf luencers fai led to disclose the sponsorship which di rect ly

contradicts  r is ing consumer desi re for  t ransparency.  Ult imately ,  product market ing to maximize prof i ts  in  a

pandemic cheapens brand image and level  of  sophist icat ion.  

 

ACCORDING TO DATA COLLECTED BY TAGWALK ON CONSUMERS DURING COVID-19:  

 

61% OF CONSUMERS ARE NOT INFLUENCED TO SHOP BECAUSE

OF INFLUENCERS. 

83% OF CONSUMERS DO NOT TRUST AD PLACEMENTS FROM

INFLUENCERS. 

https://mailchi.mp/b79f510c8b7a/df6wgxxzqs


C O V I D - 1 9  B E S T  P R A C T I C E S

Gucci ,  Saint  Laurent ,  and Louis  Vuitton took to social  media to share their  contr ibut ion to the global

pandemic.  These f i rms own their  own factor ies which makes stopping and start ing product ion of masks and

PPE much easier .  Nonetheless ,  consumers wi l l  remember brands that took act ion to help out and maintain

employees in a far  more posit ive l ight  over those that went into h iding.  

 

 

Donat ions to the label 's  country  of  or igin enhance their  her i tage and patr iot ism. Moreover ,  contr ibut ions to

the greater good,  l ike Gucci 's  donat ions to and promotion of the Wor ld Health Organizat ion,  makes potent ia l

customers feel  valued beyond pure prof i t .  Thus,  these investments in goodwi l l  wi l l  pay off  when consumers

decide to vote with their  wal lets  and purchase from f i rms whose values al ign with their  own. 

 

 

ACCORDING TO LAUNCHMETRICS:

 

 

For  Ker ing,  the owner of  Gucci  and Saint  Laurent ,  media impact value from March 9 to Apr i l  26 was up 53%

to $7.3 mi l l ion with $1 .5 mi l l ion di rect ly  connected COVID-19 efforts .  

 

L ikewise,  LVMH's impact of  publ ic i ty  and advert is ing was up 43% to $11 .7 mi l l ion over the same per iod with

$6 mi l l ion re lated to the pandemic.  The group's  media placements were up 1 12% YoY. 

D O N A T E  T O  T H E  C A U S E  P U B L I C L Y

ACCORDING TO DATA COLLECTED BY TAGWALK ON CONSUMERS DURING COVID-19:  

 

78% OF CONSUMERS THINK BRANDS SHOULD DONATE A

MINIMUM OF 10% OF REVENUE TO CHARITY ALWAYS, AND

NOT ONLY WHEN THERE IS A PANDEMIC.

https://www.businessoffashion.com/articles/professional/coronavirus-luxury-lvmh-burberry-kering-zegna-ppe-donation
https://mailchi.mp/b79f510c8b7a/df6wgxxzqs


C O V I D - 1 9  B E S T  P R A C T I C E S

E M B R A C E  D I G I T A L  

Retai lers  should exper iment with digital  p latforms and pr ior i t ize onl ine commerce moving forward.  Fol lowing

the cr is is ,  retai lers  should provide a robust  onl ine offer ing and be easi ly  discoverable to the consumer with a

customer serv ice team that can seamless ly  answer quest ions.  Customers intend to cont inue to shop onl ine

instead of in-store long term. 

Louis  Vuitton has explored games as

a way to expand their  audience by

sel l ing v i r tual  outf i ts  (aka sk ins)  for

$9 to $25 to League of Legends

players.

OF RESPONDENTS SAID THEY HAD SHIFTED MORE OF THEIR

SHOPPING FROM PHYSICAL STORES TO ONLINE.41% 

Gucci  had success with Instagram L ive

performances by art ists .  Many fashion

brands have ut i l ized the feature to

broadcast fashion shows,  but should

consider greater ut i l izat ion of the

feature.  L ivestreams al low a label  to

reach consumers di rect ly  and offer

real  t ime feedback from a global

audience.  We are social  creatures and

efforts  to connect have resulted in a

70% spike in usage of Instagram's L ive

funct ional i ty  in  Apr i l .  I t  i s  cr i t ical  that

fashion brands jo in in on th is

conversat ion.  

 

Fashion companies wi l l  have to explore digital  opt ions to share col lect ions th is  summer whi le t ravel

restr ict ions are st i l l  in  p lace.  According to TagWalk ,  the most popular  and innovat ive solut ions to present ing

shows include onl ine v ideo platforms such as Netf l ix ,  house runway v ideos on YouTube,  3D top models ,  and

digital  lookbooks.  

ACCORDING TO DATA COLLECTED BY EMARKETER: 

 

https://www.emarketer.com/content/us-consumers-shopping-more-online-don-t-expect-to-revert-to-pre-pandemic-behavior


C O V I D - 1 9  B E S T  P R A C T I C E S

 

Corporat ions are accountable to al l  stakeholders including the planet and people.  Gucci  and Saint  Laurent

have publ ic ly  declared that they wi l l  no longer part ic ipate in f ive shows per year and wi l l  s low down to only

two col lect ions.  This  wi l l  dramatical ly  decrease the carbon footpr int  of  the brands.  

 

Gucci  creat ive di rector  Alessandro Michele shared to Instagram that he is  

 

 

 

 

The house is  carbon neutral  in  thei r  operat ions and earned the highest  score in the "Fashion Transparency

Index 2020" issued by the Fashion Revolut ion ranking for  the past  two years.  Whi le t ransparency does not

equal  sustainabi l i ty ,  d isc los ing information about pract ices and pol ic ies al lows for  greater social

accountabi l i ty  and connects with consumer values.  Saint  Laurent and Gucci  are some of the only  luxury

brands that have disclosed their  raw mater ia ls  suppl iers .  Both f i rms publ ish their  pol ic ies and procedures and

maintain regular  mater ia l  assessments on progress for  improving impact.  The COVID-19 cr is is  has made the

importance of corporate social  responsibi l i ty  ev ident and greenwashing wi l l  not stand. Now more than ever ,

young consumers are demanding that the brands they patronize share their  values.  A reduct ion in market ing

spend wi l l  result  in  a smal ler  to l l  on nature through fewer campaigns,  events ,  and travel  expenditures.   

 

 

 

C O N S I D E R  T H E  E N V I R O N M E N T

P R O M O T E  V A L U E S  O V E R  P R O D U C T S .

To bui ld re lat ionships with consumers ,  retai lers  should focus on emotional  storytel l ing rather than product

promotion.  Thus,  Louis  Vuitton has reduced celebr i ty  and event images and is  focusing on comfort ing

consumers at  home through inspirat ional  t ravel  images,  given that i t  i s  st i l l  a powerful  desi re for  h igh-end

consumers at  present.  The retai ler  is  a lso re lat ing to customers by providing movie suggest ions and a Spot ify

play l ist .  L ikewise,  Gucci  has shared imagery and v ideos f rom art ist ic partners and ins ide their  new museum

exhibit ion offer  entertainment at  home. Saint  Laurent has publ ished a ser ies of  photos curated by Anthony

Vaccarel lo that are representat ive of the houses sty le and history.  The value here is  that the f i rms support

global  health over sales.  

"PURIFYING THE ESSENTIAL BY GETTING RID OF THE UNNECESSARY.. .  OUR

RECKLESS ACTIONS HAVE BURNED THE HOUSE WE LIVE IN.  "

CONSUMERS SAY IT IS IMPORTANT THAT THE FASHION

ITEM THEY PURCHASE IS SUSTAINABLE.76% 

ACCORDING TO DATA COLLECTED BY THE BUSINESS OF FASHION IN A PARTNERSHIP WITH AFFIRM: 

 

https://www.businessoffashion.com/articles/sponsored-feature/affirm-radical-transparency-impact-retail?utm_source=daily-digest-newsletter&utm_campaign=1668282257536177&utm_term=11&utm_medium=email


T H E  E N D


